From the perspective of consumers, a monopolistic retailer is considered to sell two differentiated products in different sales modes: physical channel and online channel. In the case of separate sales, considering consumers' channel and product preference, the same price of the same product is set in different channels to reduce channel conflicts caused by price differences among consumers. In the case of bundling, product bundling should be considered in network channels, and two products should be sold separately in physical channels. The analysis shows that the bundling strategy is better than the separate selling strategy. It can be seen from the numerical analysis that with the increase of the substitution degree of the bundled products, the demand and profit of the bundled sales strategy will gradually increase with the increase of the substitution degree. In addition, it is also found that the marginal cost of sales in the channel has a great impact on the two sales modes. Since the marginal cost of sales in the physical channel is greater than the marginal cost of sales in the network channel, it is only in the network channel that bundling is adopted, and the separate sales in the physical channel will enable the retailer to obtain more profits.
Introduction
The rapid development of the Internet has caused great changes in the form of The price of selling product 2 when selling separately 
2) Model Assumptions
Suppose there is a monopoly retailer in the market, adding online channels to sell products in the original physical channels, and selling two products, product 1 and product 2 in the network channel and retail channels. At the same time, the value of products 1 and 2 is different. The value of product 1 is v, and the value of product 2 is α times the value of product 1, then the value of product 2 is v α . v follows the uniform distribution of [ ] 0,1 . First, consider the case where the two products are sold separately, that is, the two products are separately sold in the physical channel and the network channel, and then the product is bundled in the network channel, and the physical channel is separately sold, as shown below (Figure 1 and Figure 2 ).
Model Establishment and Solution When Selling Separately
The retailer sells the two products through the channel and adopts the product price strategy, that is, the price of the product 1 is the same in the physical channel and the network channel, and the sales price of the same product 2 in the respective channels is also the same. The price of selling product 1 and product 2 is 1 p , 2 p . Consumers' preference for physical channels is ρ . Consumers' preference for network channels is 1 ρ − . The utility of the consumer to purchase product 1 is 1 1 u v p = − . The utility of the consumer to purchase product 2 is 2 2 u v p α = − . At the same time, the consumer's preference for product 1 when making a purchase is ( ) 0 1 a a < < , The preference ratio for product 2 is ( ) 1 a − . Choose to buy when the consumer utility is greater than zero. The specific decision process is as follows.
1) Consumers prefer product 1 and physical channels, then when purchase product 1; otherwise exit the market, because this part of the consumer is biased towards the physical channel, the demand for product 1 is
2) Consumers prefer product 1 and network channels, then when
buy product 1; otherwise, exit the market, because this part of the consumer is biased towards the network channel, the demand for product 1 is
Consumers prefer product 2 and physical channels. Then when 2 0 v p α − > , buy product 2; otherwise exit the market. This part of the consumer is biased towards the physical channel, so the demand for product 2 is ( )
4) Consumers prefer product 2 and network channels, then when 2 0 v p α − > , buy product 2; otherwise exit the market. This part of the consumer is biased towards the network channel, so the demand for product 2 is ( )( )
The demand for products 1 and 2 can be obtained from the consumer's decision as follows:
According to the demand function, the retailer's profit function when selling 
Proposition 1: There are optimal prices 2 p * and 2 p * , which make the retailer's profit optimal. And the best price is: According to the optimal price, the optimal profit at this time is: 
Model Establishment and Solution in Bundled Sales
When retailers are doing bundled sales, they mainly use online bundling and of- In the previous analysis, because the online and offline adopting the channel price strategy, the utility of the consumers in different channels is the same. Only the consumer's channel preference and product preference should be considered, and the product with positive utility should be selected. However, in the bundle sale, there are three products, product 1, product 2 and bundled product (12) . Consumers who prefer Product 1 have two choices in this case: first, select product 1, and second, select bundled product (12) . Similarly, consumers who prefer product 2 also have two choices: first, select product 2; second, select bundled product (12) . Consumer choice is based on maximizing their utility.
First consider the consumer choice of preference product 1. The utility of the consumer to purchase product 1 is 1 
The demand function is obtained by comparison of the utility as follows:
Next, consider the consumer choice of preference product 2, the utility of the consumer purchase product 2 is 2
In order for each product to have sales, the demand function for each product is as follows: 
Retailer profits are as follows: 
( ) At this point, the retailer's profit is: 
Comparative Analysis
The sales volume of product 1 obtained according to formula (4) when selling separately is:
Product 2 sales are:
The total sales of Product 1 when bundled are: The difference in total sales between the two cases: From Proposition 4, when the degree of substitution between the bundled product and the product 1, 2 is small, the consumer's demand for the bundled product is not large, and since the binding strategy is adopted on the line, the degree of substitution is small, so the consumer purchases online. The number of products is reduced. At this time, the adoption of the bundling strategy does not increase the sales of the products, but also reduces the sales of the products.
On the other hand, when the degree of substitution between the two products is higher, the utility of the consumer to purchase the bundled product increases, and the price at which the consumer purchases the bundled product is lower than the price at which the two products are purchased at the same time, therefore, the demand of the consumer Will increase. The difference in profit between the two cases is: 
The first derivative of the Equation (21) is obtained: 
That is, the profit at the time of bundled sales is greater than the profit at the time of separate sales. 1) The impact of marginal cost of sales on profits, as shown below:
Numerical Example
It can be seen from Figure 3 that marginal cost has a greater impact on profit, especially when adopting a bundled sales strategy, when the marginal sales cost of the network channel is higher than the marginal cost of sales of the physical channel, the bundled sales cannot bring the profit to the retailer. Conversely, profits may be damaged. In real life, retailers have more manpower and material resources in the physical channel, and network channels do not require much manpower and material resources. Therefore, online channels tend to be lower than physical channels in terms of input costs, thus e t c c < . It can also be seen from the figure that bundling sales at this time can bring more profits to the enterprise. That is to take the bundled strategy in the network channel; the way the entity channel is sold separately can bring more benefits to the enterprise.
2) The impact of the degree of substitution on demand and profit Through data analysis, it can be seen from Figures 4-6 that the adoption of the bundling strategy can increase the sales volume of the product 1 with higher value, and for the product with a slightly lower value, when the degree of R. Li, H. L. Chen American Journal of Industrial and Business Management substitution is relatively small, the bundling strategy is adopted to reduce the product 2 On the one hand, because the price of the bundled product will be higher than the price of the product 2, the degree of substitution is small, and the consumer who prefers the product 2 has little effect on the bundled product, and therefore does not choose to purchase the bundled product. When the degree of substitution is high, whether it is the consumer who prefers product 1 or the consumer who prefers product 2, the utility of the bundled product will increase, and the consumer will transfer to purchase the bundled product and increase the sales of the two products. At the same time, it can be seen from Figure   4 that when 0 D ∆ =, there is 0.17 θ * = .
As can be seen from Figure 7 , as the degree of substitution of Product 1 and Product 2 increases, the profit of bundled sales will gradually increase, and the adoption of bundled sales will enable retailers to obtain more profits. Combing with the impact of the degree of substitution on demand, the total demand for the product increases when the degree of substitution is higher, and the price of the bundled product increases, thus increasing the profit of the retailer.
Conclusions
From the perspective of consumers, this paper establishes a consumer utility function and considers two sales models. When the products are sold separately in the physical channel and the network channel, the consumer's channel preferences and product preferences are considered, and the consumer utility is established. From the consumer's point of view, the consumer utility function is obtained, and the demand function is established according to the utility maximization, and then the profit function is established, and the goal is to maximize the profit of the retailer. It is the result of a game between consumers and retailers. When product bundles are implemented in the network channel and the physical channels are sold separately, the consumer's product preferences are considered on the one hand, and the bundled products and products 1, 2 are further demanded by comparing the bundled products and the effects of the products 1, 2. Functions get the optimal pricing for bundled products and products 1, 2. Through comparative analysis, the following conclusions are obtained:
1) The marginal cost of sales of physical channels and network channels has a greater impact on profits. Due to the large cost of manpower and material resources invested in physical channels in real life, the marginal cost of sales of physical channels relative to network channels is higher. By adopting product bundles of network channels, the strategy of separate sales by physical channels can bring more profits to retailers.
2) The degree of substitution of the bundled product to the product has an obvious influence on the demand of the product. For product 1with the higher value, the implementation of the bundle will increase the sales of the product 1, and as the degree of substitution increases, the sales volume of the product 1 is gradually increasing. For the lower value product 2 and there are fewer alternatives to bundled products, the consumer often does not choose to buy the bundled product. On the one hand, because the consumer has a preference for the product 2, on the other hand, the price of the bundled product is higher than the product. The price of 2 causes the demand for product 2 to drop. However, when the degree of substitution is high, the sales volume of product 2 is significantly improved. In the case of separate sales and bundled sales, the total demand difference is positive and negative, not only related to the degree of substitution of the bundled products to products 1, 2, but also to the value of the two products themselves. When the degree of substitution is greater than a certain value, bundled sales will greatly increase the sales of the product.
3) The degree of substitution of the bundled product to the product has a greater impact on the profit of the product. As the replacement process of the R. Li, H. L. Chen bundled product to the product 1, 2 increases, the benefit from the bundled strategy will gradually increase, which is greater than the benefit from the separate sale.
In short, regardless of whether the difference in value between products is obvious or not, when a retailer sells two products in two channels, the greater the degree of substitution of the bundled product is, the greater the market share and the benefit that the bundled sales strategy brings to the retailer are. When traditional retailers open up online channels to sell products, they can choose bundle pricing based on the characteristics of the products, which will make retailers more profitable.
However, the article only considers a retailer's bundling situation. The real-life situation is often more complicated such as considering the competition between multiple retailers to open up the network channel, and the supply between the retailer and the manufacturer. The pricing of the chain, as well as the more complex circumstances to consider whether the bundle can bring more benefits to the enterprise, is the direction of future research.
